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Intended far use by urban vocaWl^oiial ^^f aenbers 
who face'pabllc relations problems and need to iacil#rat€ the 
outreach process in their cities, this handbcck contains guidelines 
for ctgaDliing the ptfblic. First, Sanfotd's definition of putlic 
relations is outlined, followed by an explanation of iihy TOcational 
edticatien seeds public relations. The nfext chapter eiaphaslzes the 
iiportance of planning in developing and lipleienting an effective 
public relations program. Eight steps are identified in the planning 
process I (1) establishing the poiltien of public relatione 
coorainator; (2) identifying the audiences both internal and 
eiternali (3) assessing audience ne#dsi (U) establishing goals and 
oblectiies for the putlic programi (5) dasigning program strategies 
ana technigues; (6) v scheduling thie programi (7) iiplementing the 
programi an^ (8) evalrtfating the prograi. The second step, identifying 
target audiences, is dealt with in more depth in the next section. In 
the discusiion of external audiences, the following sectors are 
singled out: business, industry, and labcr; paientsi and political 
and quasi-political groups* The two internal audiences of students 
and nonvocational educators are also exaiined, The appendixes provide 
abstracts of effective public relations techniques, rules for 
preparation of a news relaease, and how to reach television 
audiences*^ ?a rious exhibits and tables are included to Illustrate or 
summarize thst text cf the handbook. (BLG) 
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The National Ctnter Mission Statement 

The National Center for R^arch in Vocational Education's mission Is to 
IncreM the ability of diverse agencies, institutions, and orfanizations to 
solife educational problems r^ating to individual career planning, prepara 
tion, and propession. The National Centeifjulfills its miision by: 

• Generatifng knoM^edge through research^ 

• Developing educational programs and products ^ 

• Evalt^ting individual program needs and outcomes 
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• Operating information systems and services 

• Conducting leadership aevelopment and training programs 
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touFce th^t th#^ Mfli coiiiult in giving publie ^lations pfoblmm and in facilitating the out^ach 
proem in their particular .cities. Every ohe^needls to know about voeatioqal education. Yet indica- 
tions are that not every me does; This proUem i§ espeoiilly critical in durtnajor urban utas, whiq^h 
comprise about 76 p^qeht of the total population of our country and 60 percent of the total en{^^^ 
rollmerit rate. Our tni^^r urban areas abo have ah even grlater pwrticipition rate in public mlfare^ 
and many more probl#Mt rebited to housings health and education t^itti their suburban coimterparts. 
Vocational educatidn traditionally has bem a strong titment in city public school propatni but we 
« ^must become mpre agpessive in getting 0ut 

r * been written ^nd discu^d ah^at f^ublic relatiojas ta g Relatively Itttle or 

this ipformation deals specif ically with the unique needs of vo^tional education. 

u In an attempt to amst the large cities iti their public relations effifrtSi The National Center 

^ for Besearch in Vocational Education Has developed this ]aahdbook. It contains guideline f^^'^ 
organizing the public across the country, ^est ^deas are a collection from a number of soulc^; J 
some were submitted fi>y large city directois of vocational propams and their staffs in responseHm 
, a request from the National Center while othirs were gleaned from a meeting of public relaUms 
"^speiialbU which was field it the Nation|l Center. 

y The National Center is not rfcomitiending any particulfLr practice as being exemplary or modeL 
The ideasand practices printed are4ntended to ^rve merely as referinces^ Howeverp it is hqped 
that the material presiinted here will stimulate large cities to do an even better job of informing their 
constituents about the benefits of yocatfonal education. < ^ - ^ 
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INTRODUCTION 

Vooatioiial t^^tion has changid in scope since its inceptibn. As a componint of the overall 
educational s^ten^, it has increased in both prominence and complexity . As this powth has occurred ^ 
Ihe nun^l^r of pppM|atlons whidi art serve^ by vocational education propams ^as increased. The 
audience need diversity pr^crites increait'd program offerinp to meet those needs, 

. As vocational education has expanded and established linkages with career education, guidancf 
and counseling, and propams for special populations, the need to publicize and tell the VMational 
education story has also increased. However, publicity is only part of a peater need for communica^ ^ 
tion between the vocational education propam and its various target poups, A succe^ul public 
relations effort depends on a two-way communication flow = the public wants to be heard as well 
^^Iflformed. Inirdditi0n t0 information peoplt desire, vocational educators must also 

be aware of ai\d respond to what the public thinks about the vocational education propamj 

Not only do school officials inform, but they are kept informed. 
' Not only do they state opinions, and express desires, but they 
listen to the opinions and desires of others. (Bagin, Grazian, and 
Harrison, 1972) / 

Good two-way communication with their various audieQces provides vocational educators 
with the rationale for an active public relations pjfopam. 

The coordination of the public relations (PR) propam is usually the responsimyty of the 
chief administrator in charge of vocational education or someone whom he/she designates. The 
efficiency of a pubHc relations effort dependi on careful coordination of all its coniponents. It 
should be remembered that the public relations coordinator is just that ^ a coordinator. No one 
person can be totally responsible for all that is involved in a good public relations propam. The 
public relations coordinator must stress to the entire vocational education staff the importance of 
good public relations with everyone in the school system and with the community at large as vi&lL 
Involvement of the entire vocational education staff in the public relations propam will enhance 
its chance of success. 

Literature about public relations prdMms in schools idejitifies the need as being peater than 
ever, Sumptipn and Engstrom statp that ^IP'^ ^ 

. . . the education venture is no longer a ''closed corporatiOT" run 
by Ihe professionals. The public is becoming increasingly aware of 
, its stake in education and is insisting on a more complete know- . / 
ledge of the enterprise which so directly affects it (1966) #4] 

Although much of the literature which deals with school publiQ relations is limited to the 
public school in general, much of what is addre^ed in the way of needs, objectives, target popula* 
tions, and techniques is ceadily applicable to and can be easily adapted to the vocational education 
component. <^ 
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t ' What is Public Rtiitions? . 

^ The fint step in developing a public relations propam is establishing or identifying the need 
for such a propun. Tht next sfep^is to mak^sure that all thosa involvecHrf developing the program 
taiowr (1) what public relation is; and (2) what charaettrizes a good public relations program. Public 
relations is much mo^ than getting artlclei in the new^)apar or jutting out an occaional newsletter. 
Sanford (1976) define public relatiorii as a proi^am in which a school actively seeks to; 

1. leani about its community and its needs and inte/est^ 

2. inform tht community about and interpret, wliengnece^ary, the purposes, programs, 
problems and needs of the school . ' 



3. involve the community in planning and evaluating school policies and programs 



Sanford's open definition of public relations programming includes the following statements 
on what a public relations program does: 

L promotes the interest and participation of its audiences in the operation of the vocational 
education progra| 



2. assesses the public's attitudes and reactions to the program and incorporates this information 
in propam planning and revision 

■ /. • / . ^ . 

3. identifies and uses the most effective and expedient means of communicating with its audiences 

4. maintains an active flow of communication about the progress and problems of the programs 
with the community ^ 

y 5. develops propams that seek to meet student needs by involving the hos^p^^chool, and 

community ' * - 

6. establishes and maintains the confidence and support of its various audiences for the 
vocational education program 

7. develops an atmosphere that attracts superior teachers and encourages excellence in the 
vocational education program 

8. seeks to solve the kinds of problems brought about by a lack of understanding 

9. establishes a program for evaluating and improving its communication procedures 

, Why Vocational Education Needs Public Relations 

There are a number of reasons wl>y good public relations is vital to vocational education today? 
One reason is the fact that in spite of the powth of vocational education programs and the popula- 
tions they serve, there is still a great deal of misunderstanding about what vocational education 
really is, Matty people are not aware of the function of vocational education in the overall education , 
system, . . • 

Another factor that makes good public relations vital is the decrease in student enrollment in 

\ 



thf' educational system in pneral. This deerta^ creates competition for human and financial re* 
i^rm to th^fdttCitionil community. Propanis need ituderits, but sjoney to provide tho^ students 
wm a quaUty education is also needed. A good public relations program will help insure ^Unformed'' 
decteion making.^ . . ' 

Also Millril^uting to the need for public relationi is the issue ^f accountability. Many school 
VStemsactON the nation are txperiencing a lack of suppprt from the community in the form of 
"no" votes on bond i^ues^and/jor tax lejdes. The public is hesitant to support an educatimai ^stem 
or a vocational education program which has not dtmonstrated accountability for the, money in^ 
vested in ^ and entrusted to it, A good puMic relations program is the most effejctive way for voca- 
tibnal educators to show the communiQr what is happe^ng. 
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The Planning Process 



The#impprtance of the planning procei^ in developing and implementing an effective program 
of public relatiorts for vocational education can not be overemphasized. In this chapter steps in , 
planning a PR pro-am are discu^d and examples of ways to afcorapJteb, some of the steps are pro- 
vided. " * , t 

Establish the Position of Public Relations Coordinatbi' 

V Establishing and maintaining effecti\^_^ublic relations for a vocational education program is 
not, the job of just one person -= it ireveryone^s job! Every vocational education staff meniber^needs 
to 1^ aware of ^he.importance of his/her role in the PR program. Staff members must be involved , 
in and encouraged to suport the PR program. However, unless their involvement is coordinated, the 
program may be doomed. 

One person, (it could be the director or someone else designated to assume the responsibility), 
must assume the role of coordinating the entire PR effort for the department. This does not need to 
be a fulNtime job. It can be assigned as a portion of someone's regular responsibilities. The PR coor- 
dinator for vocational education should maintain a close working relationship with the district PR 
coordinator, if such a position exists. Input from the staff will enable the PR coordinator to keep 
current information before the public and prevent duplication of staff effort or of information re- 
leased to the news mfedia. The PR coordinator must be able to relate well to the staff and impress 
on thbm the importance uf good PR for the department. The PR coordinator must also be able to 
motivate the staff to actively participate in the effort. ^\ 

. - . % 

Identify the Audiences ^ 

The audiences to be served by the PR program will probably fall into two categories; internal 
and external. These audiences will include th^following: 

Internal Audienct': External Audiences 

• Students • Parents 

• Student orpnizations • Senior citizens 

• Administrators • Representatives from business, industry, 

• Other staff (counselor^, student activities and labor ' 
director, etc.) • Professional organizations 

• Teachers • Civic organizations 

• School board menibers . • Ciovernment agencies (locaK state, and 

• Advisory committees federal) 

• Mass media 

The fact that it is essential for general educators to maintain open communication and, 
subsequently, credibility with their audiences is no less true for vocational educators. The support 
which creates good education is frequently the result of maintained credibility in the eyes of the 
external audiences. It is, therefore, essential thafc vocational educators keep" their audiences in mind, 
as they develop and implement a good system of communications. 





^ AsmBB Audience Needs 

'informatioii needs of both intemal and.eKternal audiences should be identified. One of the 
easiest ways to identify the informition netdi of the internal audiences ii to listen when they talk 
about TO^tional eduction. The nefative opinions and attitude which emerfe can usually be 
eradicated by providing them with correct information about goals and achievements of the voca- 
tipnal educi^ion proparti. v 

Identifying the information needs of the external audiences is usually more difficult, A qu^- 
tionnaire or opinlonnaire is one of the most effective ways of a^ssing their information needs. 
Borner (1972) feels that questionnaires are an effective means of determining: 

1. the general degree of understanding of and satisfaction with the schools 

2. the general degree of understanding of programs, policies, and procedures 

3. the' degree of understanding and attitudes of various community segments based on age, 
sex, occupation, income, children in sch6ol, specific schools, etc. 

4. public readiness to support programs and innovations 

5. the popularity and effectiveness of various public relations media and techniques^: 

We should mention here that opinion polls, uak^ they are properly constructe^'an create 
more problems than they solve; V, 

The trouble with most school district opinion polls is that they ^ 
measuje only one of tfiiee essential factors that comprise publk 
understanding — those factors are public opinion, public knowledge, 
and public vision. (The American School Board Journal 1973) 

However, pubUc relations coor3inajfc should also be aware of the fact that '^carefully designed 
and conducted public opinion polls can measure all three factors with considerable accuracy" 
(Nagel, 1973), If a decision to use a poll is reached, the poll should be designed so that it reveals^ 
what the public thinks as well as what their thinking means. Exhibit 1 contains examples of questions 
that can provide information on public opinion, public knowledge, and public vision. While these 
questions were written for use by a school board and relate to the overall education program, the 
ideas can easily be adapted for use by vocational educators. 

The needs assessment phase of planning the public relations program is one of the most import- 
ant. Therefore, it is essential that any survey instruments used be properly and carefully designed 
and administered to obtain the kind of information most useful to the vocational education program. 

Establish goals and objectives for the public program 

When the needs a^essment has been completed and the resultant information compiled and 
analyzed, there should be a basis for establishing program goals and objectives. There should also be 
a basis for setting priorities. The goals and objectives will be based on the needs which the needs 
assessment identifies as those of the audiences which the PR program hopes to serve. Bases for 
determining wjtiich are to be priority goals nnd objectives be realistic and appropriate for both the PR 
program and its intended audiences. 
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Exhibit I 



Typical questions 



that 



asure public ''opinion* 



1. Are you generally satisfied or dissatisfied milk the%schooling the children in your 



schools are receiving? 



very well satisfied ^ 
satisfied 

about half and half 



dissatisfied 

very much di^atisfied 
no opinion 



Comments: 



ow well do you believe the HchoolB are preparing children for the following; 



Citizenship 
Earning a Living 
Parenthood 
Tool skills 
Moral, ethical 

Comments: 



Very 
Well 



Above 
AvfTage 



Average 



Below 



No 



Average Opinion 



Typical (lueHtions that measure public **knuwledge"; 

1. Do industrial arts courses prepare students for a job after graduation? 

2. Do all high schools in our district offer vocational education programs to students? 

3. How many adult evening school programs are available to persons who wish to learn new job skills? 

Typical questions that measure public '^vision'': 

1. Would requiring every high school student to take at least one vocational education 
course before graduating reduce high youth unemployment? 

2. Do the public schools need to employ career counselors to work with youngsters who do 
not go on to college after high shool graduation? 

3. Is Jthere a need for the public schools tu provide career counseling services for out=of=school youth 
and adults? . 
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Design Program Strategies and Techniques 
' ' /- 

As soon as program gOBls and objectives have been established, the strategies and techniques 
for accomplishing them will need to be identified. There are numerous PR methods available, 
many of which are appropriate for meetiiig mor# than one particular goal. Several strate|ies^are 
presented later in this handbook along with suggestions on how they can be jmplement^. The 
abstracts in the appendix present PR methods which have been tested and proved effective by ^ 
vocational educators across the country. 



Schedule the Program 

/ 



A calendar for PR activities should be set up for the entire year; Public relations activities 
need to be timed to appropriately advertise and follow up the events in which the vocational 
education propam is involved. In addition they should be planned in such a way that all con- 
stituents are kept continually mindful of the program, its goals, its students, and its accomplishment 

Implement the Program 

Implementing the program is one of the most difficult and time-consuming phases of the 
entire PR effort. However, this phase can be completed more effectively with adequate planning, 
the judicious use of resources, and careful monitoring of each phase of the program. Teamwork 
is the key to smooth implementation and maintenance of the PR operation = 

^ Evaluate the Program 

A system for program evaluation should be developed during the early stages of planning. 
The g^s and objectives which are established at the beginning of the planning process will pro- 
vide ^^se for the evaluation effort. An ongoing system of evaluation will enable the coordinator 
to assess the value of each activity and of spedific strategies and techniques. T^is will enable the 
coordinator to make program changes during the co^&e of the year. 

Exhibit II provides an example of a form used by/the San Diego City Schools Regional ' 
Occupation Program to evaluate one activity in its PR/program. 

Exhibit III is a form used by theHouston Independent School District to evaluate its 
Vocational Education Week activities; 

By pointing out program strengths and weaknesses, evaluation provides rationale for 
changes and improvements which can be incorporated when plans for the next year are 
being formulated. 

Listening to audience feedback is another method of program evaluation. Word of mouth 
is frequently one of the most effective means of obtaining feedback from participants or from 
those affected by a public re.Htions activity. 

Regardless of the methods usee to evaluat%^cific a^ tivities and the overall program, there 
are a number of questions that need to be answirel: Among them are the following: 

1. Are goals and objectives for the PR program practK al? 

2. Can they be evaluated? 
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Exhibit n 



&n Diego City Sphoolf^egional Occupation Program, 

Classroom Presentation 
luation Form 



Please help us to continue to improve the effectiveness of these sessions by completing the 
foUo^^ing evaluation of the the classrooni presentation, ^ 



Topic/Title 
Check (v) The Appropriate Box 



Dat€. 





High 


Average 


Low 


Dbes'Not Apply 


Group Interest 










My Own Interest 










Usefulness of 
Session 










Effectiveness of 
Leader 


=4 — - 









1, The purpose of the presentation was explained 

2, The presentation was organized (well planned) 

3, How and when will you be able to use this knowledge? 



4. What information or activity was most helpful? 



) 5, What informatibn or activity was least helpful? 



6, Suggestions to leader/presenter for improvements or changes 



^yes 
-yes 



no 



no 



^ J 



Circle the adjectiveB that describe most of the classroom presentation 



Academic 

Enjoyable 

Challenging 

Slow 

Valuable 

Tense 



Relevant 

Informative 

Wasteful 

Pleasant 

Practical 



Thought Provoking 

Enlightning 

Helpful 

Frustrating 

Rambling 



Entertaining 
Instructive 

Too long = Too short 

Confusing 

Momentous 
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Exhibit III 



*^ ^ f Evaluation of Vocationar Education Week Activities ^ 

I February 6 -12 ; ' = 

You be thi Judge ^ ' ' * 

Give your finpretflons of the activities to whicli you were expose^ as part of the Vocational 
B^ucation Week involvement. W4 number 1=2^3-4-5, 1^ least 5 - most % - ^ ^ 

Circle the numbers you feel best apply. 



School involvement 



Communication 

Television 1 2 

""Newspaper 1 2 

Radio 1 2 

Exhibits administration 

building center^ mall ' 1 2 

Prograni adminstration 

building center mall 1 2 

Committee involvement 

Number of committees 1 2 

Types of committees 1 2 

Committee meetings , 12 

Cooperation of 

committee members 1 2 

Overall Plan 12 



3 
3 
3 



3 
3 
3 

a 

3 



4 
4 

4 



3 4 



4 
4 
4 

4 
4 



5 
5 
5 



5 
5 



c 



Expense — To be given in meeting Wednesday, February 23, 1977 
Time from regular a^iprment 

Do you approve of this method of informing the public ©"Tvocational awareness and involvement 
in the youfiton independent School District? * ^ 



Comments « 
Suggestioip 
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3. Are they worded clearly?. i 

4, Does^the PR prograiii meet the stated goals? 

activities are most effective in terms of numbers of people reached and time 
and money gpent? ^ ^ , ^ ^ 

6. Which audiences was the PR program ablate reach? , ^ ' 

7. Which audiences svere not served by the RR program? ' ' ; . 

8. Were the*Vocational education staff members involved in the^PR program used effectively? 

9. Does the staff share a strong commitment to the PR effbrt? 

As these questions are answerel^ it will feecomeiasier to establish the direction of the plans 
for the next year's PR program^ Do riot expect to prjoduce an excellent^ro^^n== one^^without any 
shortcomings = the first year. Do not be afraid of evaluation ^ it should useS^a tool to con- 
stantly improve and upgrade a program. Fjvaluation can be one of the most uAful pliases of the 
planning implementation process, < ' 

■f 
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Target Audiences ^ , ^ 



As has bten stated previously^ one oHhe steps in ,the .process of planning a pubUaJttlatiDns ^. 
profflam is the identkication of the mbtrnal and.external^udiences the PR program will se|re^This . 
section addreraes Several of those specific audiences; thfei| informatioll needs; ways in whrch thei^ 
support can benefit the vocational education program; and str^egies which can be employed to • 
conimtimcate effect^ely-with theh). f - ' ■ ^ 

■ . * ■ , External Audiences 



Business, Industry, and Lab6r Sector , ' 

. ■ ■ ^ J . " ^ — - ^ 

The primary empasis of vocationai education is the occupational placeipent of students. . 
Vocational educators have a service to sell. They ^lus^assu^eJ|he business community that students 
are well pr#ared arid can contribute positively to the goals of the employer, f ^ [ . * 

An overview of the function of vocational education withiivthe total education program can 
give potential employers understanding of the need for vocatiqnal educatipn. An ideal way to 
coinmunicate tM need to the business community is through the use of advisory councils and I 
scheduled meetings between the businf ss community and vocational educators. These ipeetings 
shoUld take pla^e throughout the sdiool year and should place special emphasis on nejyly imple. 
,mented programs,,and changes in .ongoing programs.^ ' ; , 

» " , ■ I ^ 

THi^ type of curricula being offered reveals a lot afaoMt the preparation students a?p receiving. 
Therefbre the feersiness community should be -kept informed of tbejype of cumdula heing offered. 
To do so' an up=to-date mailing list should be kept. When appropriate, course descriptions, brochur^, 
newsletters and minutes from various committee meetings should be mailed to target individuals and 
organizations. In adHition, vocational educatop can directly involve business, industry, and labor irt 
school sponso^a activities. Career days, job fairs, and annual open house event^^can be enhanced by 
the participation and representation of potential employers. i ^ 

Vocational educators have the responsibility of informing the employment community of the 
vocational placement nfeds of the schools. Placement needs information shourd include the number 
of programs An effective advisory council working closely with rppresentatives from the school can 
keep thii inf ormatioii flowing. Arrange meetings that reflect the council's concerns. Communicate o 
these concerns usingfSdvisory council letterhead stationery . Stationery of this type will place before ^ 
the reader-a list of individuals and organizations that support vocational education pr.ogrammma. y 

Many times employers need to knbw that students have been successful in previous job roles/ 
Positive prior student Ichievement can usually sell vocational education. Vocational educators / 
often fail to promote tl\e good things that happen within their programs. Newsletters, banquets, , 
award's dav programs, fAllow=up studies, employers advertising that they employ vocational educa- 
tion students, radio, andUelevision can get the message across. Solicit statements from present 
employers concernin'g th^ performance of vocational education students. The use gf these state- ^ 
mentsln newsletters andtoromotional spot* is impressive. 

' - "^^mployers should bl Informed of current activiUes and coming events that highlight vocational 
preparation. The idea is tl provide a continual flow of Information to the busincM commumty. 
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Mort-^omMmca^ can be developed ^*ith the i^ool through inter-departmental 

fiooperaTOSFu|fu^ ihould he made of midia-related tiraining propfams to grovide^the following 

^ Graphic l^d Printtngl ^ ^/n#wslettirs, brochures, activi^^ ^ ]^ 

Audiowual Aids eg Media : " ilide/fape presantations, radio tape pre^ntations / 
WindoT!^ Display: 7) ^ ^ , laj^out aqd arrangeiftent of materiali - I 

Comnerical Arts/bccupationsi desigh board Jllustratiphs fd^'ftdviertiiing / - 

Employers can irfrve as public relations ad vocatis"forihe school. Employers Sust feel that 
the school appreciates their efforts. This ican establish long-term rel|tidnshrps and resourcfs that can 
betappfd at i later time.^ When they feel appreciated, they^ p^ss the word. Students can sponsor, 
with the aid* ot vocational teachers, an Employer-Employfee Appreciation Breakfast. Student^ can 
^ handle the fntire pafograrti presentation and present certificates of ip|i^eciatian to their employers, 
Th©*vocali^al educat^n department caa establish a pictori|l displtf^^ of the outstanding business 
contributofg to vocational education programs. This display can ,be housed in the main entrance or 
lobby of t^t school. Employers, students, faculty, parents and visitors can readily witness the - 
school's appreciation for the taisiness community. Banquets, certifi^tes of appreciation, student 
and local newspapfrs, PTA meetings, radio and television involvement gives the business community 
a good feeling about the school, its students, teachers and curriculum, 
: t - ^ ' ' ^ . 

Table 1 displays information and suggestions for communicating information to the businSss, 
industry, and labor community, ft offers suggestions on wBat to communicate, how to communicate, 
and wheh to conflhunicafe. 

Pareiit Sector . i ^ ^ ^ 

Parents want mqce information about schools. Public relations conscious vocational educators 
must be aware of parenfs' concern for: 



• wHat tjie student ^ doing 
V • hoi^the student is doing 

' • what special services are being offered 

• school policies (Banach, 1974) - 

Parent-teacher conferences at the secondary level have beta only moderately succe^ful in / 
explaining for parents the progress of their children. Unfortunately, many teachers and parents 
think of this as an elementary school function. Vocational teachers must come to grips with the 
importance of this technique in developing teacher-'parent relationships. Additional approaches to 
this transfer of information are personal phone calls and letters. Constant reports of student progress 
are essentiaJ. Parents need to know that their children are doing quality work; that additional study 
time is necessary; and that their children need encoura|ement to successfully complete the ta^k. 
Vocational teachers should organize activities that will give parents a chance to view riheir childrerfs 
work in combination with the work of^ther students. Several ways have been cited tc^nsure a 
two-way communication between pareni'and scftool. . ^ 



Set up fl school welcome wagon. Parents coming 
tq the school for the first time can be given an^ 
offi^^welcome and orientation by selected voca- 
tional teachers. If the school has an established 
network of advisory committees, this would be an 
ideal activity for the group. 
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'lable I ,,, 

I' ' = A . - ^ - ~ - - 



Public Relations with Business,^Inc|uitifK and %bor 



What to Communipate 


Ht)w to Comrtiunicate 




^ , -in'tlie 

'overall educalioQ pro-am 


- Advisory councils, meetinis 
with business coniniunity^ . 


I Ihrougnout the year; 

#jt time pf'propam / 
implementattpn or change 

\ * . v_ 


. v .- - ■ 1 

Cu"^iculum content t 

- 1 

J - ' 


Brochuresia^viso^y councils, ' 
newsletter, radiOj.televlsion, 
letters, bulletins, 
course descriptions 


— r — J 

f 

When appropriate 


Activities and coniing eventK 


Newspaper^ radio, 
television invitations 


When appropriate 


Positive student achievement 


- T|— 

Newsletter, radio, news- 
paper, magazine, etc. 


When appropriate 


— — — ^ 

/ 

( 

Student place^nt nefeds 


Advisory councils, letters, 
radio, television 


Introduction of new pro- 
grams, periodically as needed 


Vocational 
training opportunities 


Fairs anci demonstrations 
advisory ccAuncils, brochures, 
television, billboard 


When appropriate 


Appreciation 
for services fendered 


Banquets, certificates of 
appreciation, television, 
radio, student newspaper 
release, newspaper, 
recognition breakfasts 


When appropriate 
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• Invite repre^ntative groups of parents to 
early morning breakfait at the school. Solicit 

~" their cor^cernB and suggestions for improving 

' "thinp,'* 

I 

• Attend neighborhood coffees ^ and take a 
teacher along. Use slide-tape presentations. ^ 

• Set up a listeners' bureau where parents can 
phpne4n concerns^ 

• Hold deiT^onstration classes for parents,^ 

• Solicit parent participation in the organizing 
. of job fairs, displays^ and banquets, (Barkelew^ 1973) 

Parents want to know what teachers are teaching ^ what courts students are enrolled in* 
and whether these courses will lead to employment in worthwhile occupations. Information sheets 
compiled to help students become aware of the policies and rules can also appropriate for parent use. 
A good time to disseminate this information is prior to the beginning of school. 

Not only do parent want to know about specific learning activities, they also have an interest 
in affairs beyond the classroom.^arents are interested in the processes that will help their children 
become better students ^ both in and out of the classroom, Tytorial services, scholarships and 
senior information, calendars of special events^ information relating to school programs, advisory 
council memberships^ and field trip information are need-to-knows for parents. Vocational teachers 
can expedite fulfilling these informational needs through special monthly bulletins, PTA meetings, 
neighborhood coffees, and use of advisory council letterhead stationery. 

The role of vocational education within the overall educational system often is not 
clearly understood by parents. How can vocational education serve students as well as the 
community, state, and nation? What part does vocational ^^cation play in the overall educational . 
system? Vocational teachers must be prepared to respond to these basic informational requests^ _ } 

Responding to parents' iiiformational needs should result in a continual two-way iloyi ^ 
information between the vocational education propam and the parents. Table II displaysHliforma- 
tion and suggtstjons for commutticMing with parents. It offers Suggestions on what to communicate, 
how to communicate, and when to- communicate. 



I 
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Table H 



Public Relations with Parents' 



What to Communicate 


How to Communicate 


When to Communicats 


Philosophy 


FTA meetings, coffees, tours, 
home visitations by selected 
staff members 


On-going throughout 
the year; at time of new 
program implementation 


Curriculum changes 


Presentations, neighborhood 
coffees, newsletters, course 
catalog 


Prior to beginning pf 
semeker; back to school . 
nigm; as appropriate 


Student propess 


Personal phone caLj, 
letters, parent^eacher visits 


When needed to 
communicate positive or 
negative reports 


Positive student achievement 

i 


Personal visit, letter or phbne 
call, newsletter, television, 
radio 


When appropriate 


Calendar of special 
events for each month 


Special monthly bulletin, 
local and student newspaper 


Monthly ^ 


Various information related 
to school programs 


PTA neighborhood coffees 
arranged in various homes 


Twice a month 


Field trips 


Newsletters, permission slips 
for parent signature 


At least one week 
prior tn field f rip 
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Political and Quasi-political Sector 



Vocatiorial education propams rely very heavily on federal, state, and local sources of 
demgnated funding for support. Such course offerings have, in most ckses, operating costs which 
are higher tlian other nonvocationil*progranfis and, therefore, must have supplemental sources of 
support if they are to be successf uL Political and quasi^political groups and individuals at ^11 levels 
are instrumental in making decisions which affect this support fo^ vocational education. The 
foUowing.li a partial list of such groups; the^ poups should be considered tafget populatipns for ^ 
the public relations effort: 
/ 

Political ' * 

• members of the U.S. Congress 

• members of state legislatures 

• members of city governing boards 

• elected federal, state, and local officals who impact or vocational programs 

• elected members of state and local boariL'; which govern vocational education 
Quasi-poritical 

• officials of the United States Office of Education and various state educational agencies 

• officials of federal and state organ i /at ions who lobby on behalf ot vocational education 

• members of voca:ional education advisory bodies who are appointed by elected officials 

All of these individuals and organizations must be vs^ell informed about the aotiyities and needs 
■ of vocational programs in urban areas. One of the mistakes commonly made is contacting them only 
when a crisis or decision-making situation arises. Constant contact must be maintained if the pubHc 
relations propam is to be effective. f 

There are two dimensions to any program which is designed to make a positive impact on 
these decision makers: public information and public relaiions/ 

Public information. Maintain a mailing list of key decision makers and send them narrative 
and statistical mformation about vocational programs on a regular basis. An occasional personalized 
letter adds the personal touch needed to maintain interest. 

Public relations . Humanize the decision makers' image of your program. People in key 
positions should get a warm, fuzzy feeling when they think about vocational education. They 
must associate the program with someone whom they like and respect or with a pleasant experience. 

Above all, these key people must he involved either directly or indirectly. Some ideas for 
^nerating such involvement are noted below. 

Direct involvtmtnt. Personal involvement in the program is important. Decision makers must 
lee firsthand what is being done. Invite politicians or quasi-politiciuns to participate in important 
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evwts such as awards banqueta, building dedications, etc. Remernber that they like large crowds of 

peoplff and want to have a purpose in being there- that will impress people with there importance 

to the pjropam.^Know what these leaders are best at doing and give thtm a cole that Will ruake them 

look good. Nothing succeeds like succe^, Make people feel good about the programs by making ^ 

them feel good about their roles in those iprograms. I 

- f 

To involve those decision makers who won't take part in a program, take the program^to them. , 
Often visits can be arranged whereby successful students, vocatiopl studen^organization officers, 



em 
or 



iployefs^ parents^ and others can Bp^od tinW^with the in^vidua^ecisioh'jriaker in his/her office 
at another qonvenient location. ^ • . 



Indirect involvement , Sometim^e^it is difficult to jet personal ir^plvemein from these key 
individuals. In such cases it is wise to look for others who can reach them with the ''good word.** 
Employees, family memjjers, friends, colleagues, and constituents can have a great deal of influence 
on >the attitude of politicians or qu^i-politicians. 

Inv/ting a legislative aide to address an awards banquet or asking the wife of a lepslator to 
share he| views on educating the handicapped for productive life with^ local advisory council can 
have ierng-rangi benefits. Keep in mind that for every key decision maker there is so|nenvay to, or 
someone that can, impact on his/her attitudes toward vocational education. 

The use of letters and phone calls is good if the following guidelines are followed: 

I. Establish your identity on a more personal basis befcyij^sing the less direct apf)roach. 



2, Form letters are out. Personalize all written communTcation with some unique questions 
. Of comments which relate to your subject only. 

3. Keep the communication brief and to the point. It is usually a good idea to follow up written 



correspondence with a personal phone call in order to 
points which are qot understood 



give the subject a chance to clarify 



Key decision makers in the political and qua§i-political sector are important to the success of 
vocational educatio^n. We must plan a public relations program which assures that they regard 
vocational education as an indispentoble part of the f unemployment program. 

,^ " ^ ' / 

Internal Audienoeg^ 
Studei^t'Bector 

Students need to be aware of the vncational education program offerings within the school. 
After all, students who leave and are successful have a peat impact on the schoors image. Students 
communicate attitudes and feelinp about teachers, programs, support staff, and administrators to 
their parents and friends — the taxpayers. An excellent way to ensure that students acquaint them- 
selvesovith vocational education is to enlist the active participation of vocational teachers in the 
general orientation of students to the school. A guided tour of the vocational education department 
including slide^ape presentations, manipulative demonstrations, and an opportunity to converse 
with students who are presently enrolled in the various vocational education programs, will give 
students an initial introduction. One hand-out that should be distributed during this visit is a map of 
the facility designating program locations. Maps of this nature serve as handy references and can , 
be used time and time again. The Winston-Salem Forsyth County Careers Center located in North 
Carolina uses the mapping format displayed in Exhibit IV, 
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On^ rtudrati ai^ awart that vocational ^ucation exists, thty can considtr enrolling in 
sptctfic pfopaus. Course dwriptioAi, brochures, flyers, and radio and T.V. promotion apofi^an 
fi^hmr iofdrm prospeetive itudtnts^ both youth and adult. The use of phrases that capture the 
.attention of the audience is the fii^t stUing point. Solicit community leadei^ to narrate promotion 
spate on tlef^honie media. Exhibit V« VI« and VU are example of radio and television promotions 
uied by the San Diego Schools Career Bduqiitlon unit. 

In addition to program offeriiip, studentB are interesttd in career information, vocational 
gaining tntormation, test Inter^retetion, schola^hlp requirements, and vocational education youth 

— MiMMiVrA^ iohool activitiei into Aecommumiy^and the 

world of work. Throu^ mt mbership in vocational organ iiationi, studentst^an better bridge the gap 
between school and work, Dmtrlb^^Mucation Clubs of America CDECA); Future Farmers of 
America (FFA); Future Homemake^^Amtrica (FHA); Vocational Industrial Clubs of America 
(VICA); Future Business Leaders of America (FBLA)- and Office Education A^ciation (OEA) 
represent youth organliationi found in Vocatibnal education. Announctments of youth club 
sponsored activities and events should be published in local and school newspapers and communicated 
throui^ thriifle of student goveniment organiiatioiKposte^, monthly activities calendars and perion< 
to^person contacU. Youth*drganizations are excellenrvehicles through which to inform the community 
of positive studaiit achievements. StudenJs feel good about themselves when they are recopiiseed by 
others in the community. * ^ 

One word of caution, however, should be noted here. It is extremely imf^rtant to guard 
against the exploitation of vocational student organizations as public relations devices. Tie major 
purpose of such groups must be instructional and any public relations benefits that resulKnust be 
secondan^ to this purpose. Neverthelesa, these organizations are dynamic, purpoiefuU and impressive 
showcase items to be included in the plannfed public relatio 

Nonvocational Educators Sector 

In order to reach organizational goals and objectives a commitment to unity must exist 
ailing school personnel. Unity is created when each educator is aware and supportive of the 
programmatic Intentions of colleagues. Vocationakeducatori have the responsibility of closing the 
pp of misunderstanding and misinformation t^at exists between themselves and nonvocational 
educators. Studies have been conducted that describe th^ attitudes of school administrators and 
board^ of education towards vocational education. We wUI note the results of some of these studies 
. here in order to substantiate the need for vocational educators to establish Informative and effective 
public relations with their academic colleagues. 

In a study completed in 1959i Woerdehoff and Bentley, found that most school aiministrators 
and boards of education members felt that the secondary school had the responsibility for providing 
students with vocational education opportunities; however, they^lso felt that vocational programs 
needed to be expanded at the secondary, poatsecondary, and adult level in order to properly meet 
the needs of youths and adulte. The administrators considered themselves to be key persons in the 
development of local propfams of vocational education. They felt that the success of such programs 
largely de^nded on the degree to which they themselves had supported the propams. 

Twenty-five percent of the administrators who participated in the Woerdehoff and Bentley 
rtudy indicated that academic teachers did not understand or appreciate the need for vocational 
education. Administrators also concluded that the more experience administrators had with voca^ 
tional education, the more favorable were their attitudes toward such programs. 



20 

EKLC 



FORSYTH eOUNTY 



^ND A DMINISTRATIVE 

CENTERS 



4 iMTHM mmm 

SUmNSINISiMMlMII 

f mm mm ^ 

l,COIIIMIN,lll£fRlCtrV 

II nm mm 
ii FORsm mum) 
\imnmi\mmtL com. 

14 HMINfi l CQOUW 
II HORTKULTUM 

15 mm TMDU 

17 mm 

II piUlilNB4NP!nTflN9 
11^ SH^ MTAL ' 
IPSMILLafiM 

21 TRUCK mmm 

U INVIIi 

n niiLi 




m% eouN 



J n 



AMI 



9*3 



I ACVAieiD MSH^KTUML AMFtlNO 
<i lUi^NESi COMHOflAl.ltlES 
I CHILD OKI SnvKg 
4£{lHHimSWI»iH()MrfUWlSHlM 

iiPMB mi 8 m mmm kmm scienci 
~' ' jmi mmm/mnm 

I KSO SIRVICII 

i HiALTH mmm 

10 INDUITKIAL DAATtlNS 

II INDUSmiLlCTMHieS 

11 PHOTOfiRAPHf ■ 

II RAGig 4 TV IRMKAST K 

14 MBO I tv iiiwi£iH§ 

. lMICIIWII*LieiiN£!^t^»l-*WlWl- 
ECU^SROCMS ' 

A AP ART 
jJLAiJiRltAtI HBTOW 

D SlQLOSt 
"TffTHBmW 

ENOLeH 
G AP lUROKAN HiTOPef 
H AF MTH ' 
I AP PHYSIC 
J AP IPANIIH 



0) . 



0 



ERIC, 



BxUbit V 



■V.' ' 



■AN MMO cm iCHOOLt 



leueAWN eiNtiii 

|7t4)3eMill 




psa 



^od Throui^ Junt 1970 



Tlint: 30 StcQndi 



San Diego City Schc^li Carttr Mu^tion 



hfayer Pete Wtoon ^ 



**This is Mayor P#tt Wilson. 

"If you're a high school student iQtere§tedJir1eaming 

a valuable trade or skill, I stron^y reconimend that 

you take part in your school's career eduoetion program. 

"There are hundreds of courses . . . with instruction 
f 

in such areas as photo^aphy^ athletics officiating, cosme- 
tology» radio and TV repaur, advertising, and many, many more. 
"One of them may pve you the training and knowledge you 
need to get a good job, 

"Fox information on the career education pro-am in your high 
school, see your counselor ... or call 2984681. That number 
again is 298-4681. Thank you.*' 
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eARIgR EDUeATlON UNIT 

RIQIQNAL OCCUPATIONAL PROGRA^MS {mOP) 

IIX^TION CINTifr 

410D mmm SI, San Dl«0O, CA ^103 



Exhibit VI 




psa 



Good Through June 1978 



t Uma: 3tf Seconds 



Ditgo City Schoolg Career Education 



Wolf man Jack: 
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"Hey, all you ^weet little darlins' out there , , , 
this ii WolfmiLn Jack. And what are you doing 
after school? 

*'If youVe like moat of us, youVe probably going 
to have to find a job. That's where career education 
comes In. 

'*The San Diego City Schools has career education 
courses in business^ industry^ apiculture^ healthy 
communications . . . hundreds of course in alL 
**Check it all out , , , you might find one that suits 
your very lawn talents^ one that can lead to a 
lifetime career, 

**After all . . , if you're going to have to work for 
a living, you might as well do something you dig, 
you dig?" 



( 
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PROORAMS DIVISION 

^ GAREI^ eDUCATION UNIT 

r ' . - ■ 

. iDUGATlON QlNTiR 

4100 Normal St, San Dtsgo. ^103 
(714)2it-4€i1 



Exhibit Vn 



tv spot 

For uie during National Career 
Guidance Week, Nov. 1§ ^ 22, 1876, 



Video 



Film • 23- Seconds 

Montap of Career Ed couims 



Audio (All on cart) 

Music (Up 2 sacs, then under) 

NarFator (Om music): 

- -There are more than 20 thousand ways 

to make a lining thete dtfys. 

But how do you find the career that's 

**right" for you? 

If you're in high ichool. Career 

Education can help. 

San Diego City Schools Career Education 
courses come in everything from 
business, healthy and apiculture to 
industry^ communications, and public 

services. 
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Lap to slide at 23 seconds 



Visit the 
CAREER CENTER 
at your high school 

CAREER EDUCATION UNIT 
San Diego City Schools 
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Match your talents with a career 
training propam. See ypur high school 
counselor ... or visit the Career Center 
on campus, ^ 
If you're going to have to work for a 
living , -. . you might as well find some- 
thing you like/' 



AIm«t half of the iducatlonal Itadtrship surviyed by KarnilJ1967) emphasiied the need 
for the tndning^ school officals in the administration and supervisktn of vocational education^ 
Mofi in<Mf7iee programs in vocational educatiOT were ricornmendid. 

In Us 1964 study of the attitudes of high school principals, Wenrich hound that more 
than half of the admfaiistratOFs said that a majority of their teachers viewed vocational courses 
as a dumping ground for the less gifted student. More than h1^f/pf the administrator reported that 
thty did not have adequate time to devote to the development and operation of more effective 
jyopama for emp loy mgat -bound youth. ^ 

Many aoademlc educators reco^ve that they need more information and support data for ^ 
vooatioiial education in order to enc^bage program development and implementation. Vocational 
educators must supply the data which exposes and supports the strong challenge that technolppcal 
change has thrust upon this nation's political, economic^ social, and educational Inititutions, and in- 
form school administrators of this challenge. Though full recognition of this challenge may not 
b&achteved for years to come, its dimensions are now clear enough to call for massive response on 
the part of American education (Venn, 1964). In hi|article "The Neglected Majority," (1967) Howe 
states that educators must review and revise their atntude toward vocational education as -*an 
awkward appMdage to the academic curriculum," He added that until educators respect vocational 
education we cannot expect parents, students, the community, or industry to accept job training 
as a responsibility of the school system. Until such acceptance is achieved, it will not be possible to 
provide adequate supporting services sUch as career counseling, work=study programs, and job 
placement. 

Many educators tend to separate academic education from vocational education even if both 
programs function within the lame building. This separation often exists betfause academic teachers 
are not familiar with vocational education and the vocational educator's role within the school pro^ 
pam. Constanf^^eemmttmcation is necessary in order to maintain a desirable relationship. Perhaps y 
the b^t and most effectwe method is person-to-person contact. Talking and exchanging ideas con- 
cerning proCTammatic oplerations can be a successful endeavor. Specific times should be designated 
for brainstorming. Brainsiorming should not be scheduled during general staff meeting. 

Academic teacher^^ould be involved in the vocational program and vocational educators can 
initiate projects that invfalv* academic staff members. They can serve on advisory committees judge 
youth organization contents, etc. Vocational educators must alsojemember that academic teachers 
have an idea of which programs students feel good about and can give needed feedback to the 
vocational teacher. Non-pDofessional staff can also help promote the image of Vocational education. 
Remember, everyone employed in the school has the potential of spreading good or bad news 
about a propam.^ 

Sincfe the end goal of vocational education is successful job placement, a close working relation 
ship should be developed between the vocational educator and the guidance department. Vocational 
educators need to keep guidance co^aelors informed of the many occupational openinp and the 
type of preparation students need to meet specific job requirements. Guidance counselors are in a 
pivotal position; that is, they can influence students to pinsue vocational training or they can in- 
fluence students to pursue other .educational avenues. Let the guidance counselor know what the ' 
vocational program has to offer to individual students. 

School principals and board of education members need to be informed of the enthusiaim that 
employee, students, and parents have for vocational training. Make sure that these individuals are 
invited to vocational functions and send them newsletters and brochures iUustrating what is happen* 



in tht voeationil departmitit. Whenever posriblt tmploy th^m individuali to aerva as media 
spoketptiidnf for youK propam, 

Ti^le in displays informaHon and suggestions for communicating with nonvocational fduoators. 
It offtrs|uggiStions on what to comrnunicatf ^ How to communicate, and when to communt^te. 
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Table HI 



Public Relations with Nonvocational Educatois 



""^at %o Commuiiicata 


How to Conimunicate 


When to Communicate 


Activitiii tnd coming events 


\ ^ - - — — ^ 

. Newspaper, radio, 
televliion, invitations 


When appropriate 


Cuirrant iMUis and concerns 


Bulletin board, word 
of mouth, faculty news- 
letters, memos 


When appropriate 


' Calendar of special events 
for each month 

'•- - — . - — 


Monthly bulletin, local 
and itudent newspaper 


Monthly 


Role of vocational 
eduoayfin in overall education 

f 


Faculty meetinp, faculty 
newsletters, workshops, and 
in-service settings 


When appropriate 


Vocatioanl 
traihing opportunities 


Fairs, demoristrationSi 
brochures, billboards, 
television 


When appropriate 
throughout the school year 
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Summary 

Today, vocational education is doing a bettef job of preparing people of all ag^ for employ^ 
mont than evtr befoti. Proportionately « not enough people are being reached, but« those who an 
Mpoae^A^^^ away totter prepared than before, In spite of this improved effort, vocational educa^ 
tion IS bfmg iub|tctiid to an incfea^ng amount of prepare and criticism, A lot of thU criticisni is 
eoroirtg Itefi il iht politioaj a nd quaai^ polUical arena, Is voeatieMi educaliort slowly bdeoniiiAg4h(i ~ 
silent minority in the ipb pFoparation fiefd? Now is the time to change the public image of vocation^ 
al education in our larle cities. A well-planned and properly executed propram of j^j^c relations 
can turn the tide. • / 

The public relations propam must be aimed at promoting all levels of vocational education; 
secohdary and postsecondary as well as part-time adult. A good public relations propam can serve 
the foliowing purpoits: ^ 

1 . to secure more and better resources as input for the educational procesi 

2. io secure and hold well>qualif|ed and motivated clients throughout the educational process 

3. to secure adequate placement opportunities for propam completers 

Public relations is the process by Which vocational educators maki others feel good about 
what they are doings PR goes beyond public informationj which is simply the process by which 
others are helped to understand the vocational education program, PR must go beyond bumper 
stickers, public service announcements, and leaflets. Somewhere it must touch the life of each 
individual in a warm and humane way. It must create a, ''positive feeling'' in eyery citizen, 

In many cities vocational education suffers from a lack of strong public support. There is no 
easy way to secure and hold public support. The following iummarized points may help to lay the 
foundation for a successful public relations impact in every major urban vocatronal propam. 

1 . Survey the attitudes about vocational education 4iald by a sample of th# population. 
This will reveal the nature and scope of the image problem. 

^ • , ■ ' ■ ■ ' ' 

2. Secure the support of governance and administration for mounting a ■ 
of pubtic relations. ^ ■ ^ 

3. Assign adequate s^aff to the public relations task, "\ 

4. Develop lil annual and lohg-range plan for public relations in consultation with public ^ 
relations experts from business, industry, and other sources. 

5s Put the plan into opera tion. 

6. Evaluate the effectiveness of the public relations program. 

7. Adjust the prop^am in light of evaluation findings, . 



Above aU remember that the quality of instructional programs is a key factor. Be sure everyone 
is doing the best po^ible Job, and selling yocational education will be easy. 



xes 



Appendix A 
Appendix B 
Appendix C 



Abstraeta of Efftctive Public 
Relations Tichniques 

Rules for Preparation of a 
Newi Releaie 

Now and What to Do tq ' ' " 
Reach the ^^l^wion AuiMe^at 
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Ab^eto of ^ffectiW 
AiUIc Relations TMhnlquM 



Mi4 im^mwiit t«ehiilquM which wUthciUtatfl thtii^ftubMc rtlitton iff ortr. li?h^^^ itaff will a«d 
to tonow up OB th* Infonnation provMid to ths atatwieti, wtojr th« tMhniQtM or md 
•djuil them ^ mMt thauf ■pecific needi^^ ' 
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/Abstract of 



Effective 
Public Relations Strategy 



i 



Gt^ital Topic: Caritr Education Awareness Propam ' / 

School^ Syste^, ot Agency: Des Moines Independent Community Schools 

Description: \ ^ 

We received less than $8,000 in federatfunds for Career Education in 1975-76 to conduct 
a career awaren^ program in our community. We used a variety of media: billboards, display panels, 
brochures, radio, etc. Television was not used in the project. 

Our goal centared on a survey to be conducted at the end of the year^ We wanted to insure 
that 40 percent of a sample of Des Mdines residents contacted would be aware of career education 
in our schools. We used the students in their career education activities to design, write, and tape 
the materials used in our project. Contests were held for the best student work. Different career 
education topics were identified each month for six months, e,g,, guidance, vocational education, 
elementary Junior high, ^ 

At the end of the project vocational youth organization students conducted, a phone survey and 
we found that over 50 percent of the people re$ponding were aware of Career Education in the ^ 
Des Moines Schools. We are in the process of trying to identify local funds to conduct a program , 
to develop an understanding of career education in the community. 

For further information: 

Contact Person: Dick Gabriel, Supervisor 
Address: Des Moines Public Schools 

Industrial Education, Vocationali and Career Education 
ISOOjBrand Avenue 
DesTVloines, Iowa 50307 

Phone: (515) 284^7888 
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Abstract pf Effective 
Public Relations Stoattgy < 

Gtnerid Topict Other Techniques and Strategies ' 

School, Syitemi or Agency: San Diego City Schools Career Education 

Descriptions C ^ 

The Career Education News" is a quarterly newsletter published by the San Diego City 
Schools Of fict of Career Education. The newsletter is designed to cover Career Education programs^ 
activities^ and related events. N 

Happeninp in the schools, successes of individual students and teachers, lepslation affecting 
career education and vocational education, and cooperative ventures of the school diateict and 
buiineis cominunity are featured. ' 

The newsletter is dbtributed to all career education staff; teachers; school counialors (K - 12); 
comniunity« profession^, and business organizations; and Car^r Ed advisory council members. 

The '^Career Education News'' ii a great vehicle of communication for staff members and shows 
the involvement of the "world of work" with the programs offered within the schools. 

For further information: 

Contact Perion^ Dr. Ronald L, Detrick 

Title: Director, Career Education 
Address: 4100 Normal, San Diego, California 92103 



Phone: (714) 293^106 



Abstract of Effective 
Public Relations Strategy 

^nerd Topic* News Media 

Sehool, System, or Afency: prma City Schools 

D^ription* 

A constant flow of information, including photographs, is distributed to the two daily 
newspapers and the one evening newipaper in the area, A public relationi specialist hired by the 
board of education Is responrible for clearing and approving all articles. However, the departments 
are responsible for roughing out their articles and taking photographs if possible. 

Television coverage Is provided for special interest activities on a regular scheduled basis. 
Radio broadcasting of information regarding special programs and activities is ongoing. 

The vocational radio broadcasting cla^ provides a weekly half -hour show discussing school 
problems and concerns to help inform the public. In all c^s an individual is identified with each 
radio station, television' station, and newspaper so that coverage is given a personal flavor rather 
than Just sending it by mail to the media and hoping that it gets attention. 

For further information : 

Contact Person: William J. Kuttler 

Title: Coordinator Vocational Education 
Address: 6726 Ridge Road, Parma, Ohio 44129 

Phone: (216) 842-5300 
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Abstract of Effective 
Public Relations Strategy 

Gtneral Topics Evening Cla^ Schedule Mailer 

%hoeL )^il«m^ or Agency: Milwaukee Area Technical College 

Description: « 

i 

For the last five years, Milwaukee Area Technical College has bulk mailed a complete schedule 
of evening oours© offerlnp to occupant addressed within its district. This gives residents an oppor- 
tunity to regiiter for climes by mail since the forty-eight-page booklet contains all the needed in» 
formation including registration forms. This mailing also achieves several other thinp: (1) provides 
reiidenti wit!^ an easy method of registration; (2) reduces the long waiting lines and confusion 
that resulted in the previous years when registartions were held at campuses and eveffing centers; 
(3) reduces personnel costs because it no longer is nectary to hire extr^ for re^tration; (4) makes 
public aware of the peat variety of course offerinp and MATC*s position in Milwaukee "S career 
education community. 

_ ^ 
Prior to the mail registration, MATC had listed course offerings in advertisements in the after- 
noon daily newspaper. This did not provide sufficient information to allow persons to register by 
mail, Then we planned the complete mail registration booklet. Type was set in the college's print 
shop, but the printing and bindery work was done on a bid basis by outside printing firms. We 
print 410,000 copits; 390,000 are bulk mailed at 2.1 cents per copy and the remainder are used at 
general re^tration, A professional mailing service addresses each, binds them according to postal 
carrier route and zip code and deposits these in the Milwaukee Post Office. Considering all costs of 
production, postage, and mail service we estimate that it costs 8,3 cents to place a copy of the 
registration booklet in the hands of a postal patron. When we compared the cost to the co^t of an 
equivalent in a daily newspaper supplement we found that the newspaper coverage would be 
approximately 80 percent of the bulk mail coverage and the advertising space cost in the iUpplement 
would be approximately 95 percent of the direct mail project. We plan to continue bulk mailing our 
clasichMule. 

For further information: 

Contact Person: Fred Mulcahy 

Title:- Assistant to the District Director-Public Relations 
Address: 1015 North Sixth Street 

Milwaukee, Wisconsin 53203 

I Phone: (414) 278-6366 
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Abstract of Effective 
Mw Relations Strategy 



General Topici Student Recruitment: A Public Relations anrf Career Education Program for 
Vocational Education ^ 

School, System, or Agency: Little Rock Public Schools 

D^cription* 

Specific activities which have been successful are: 

1. Skills Poiters sent to secondary English and social studies teachers, and to all elementary 
cla^ooms. Thli procedure: (1) provided teachers with a new poster for their subject area; 
(2) provided opportunities for each student in secoij^ay school to see two poiters and each 
elementary student to see one poster; and (3) infused career information into the curriculum. 

2. Letters/Bulletins sent to appropriate people at times designed to provide services and informa^ 
tion to students. Examples: ^ 

(1) Parents of ninth graders receive a written invitation to open house in the sprmg before 

registration; 

(2) Outstanding' students in math, English, and science receive letters and career mformation 

about carear options available to them in high school - both vocational and academic 
coujfses listed 

(B) Teachers receive information related to their subject area, manpower needs, and career 
^ opportunities at firet of the year, and requests are served during the year. 

(4) Specialized subject areas such as journalism, biology, and drafting receive detailed 

information about the area high schoors offerlnp emphasizing the need for vocational 
skills and academic subjects, e j,, welding and chemistry; horticulture and biology. 

3 Public Service Announcements/Intercom Announcements providing informatipn during: 
American Education Week, Vocational Guidance Week, and American Vocational Week. 

4. Posters and Photopaphs prepared by commerical art and photography sent to home schools 
fer display and bulletin boards in high traffic areas and in appropriate classrooms,.e.g,, shop 
safety posters to career orientation clas^^s. 

5. Modified Shadowing ftograms for all ages. Parents accompany primary children while older 
students ride buses to the area high school to get a closer look at career fields. The programs 

^available through teachers and counselors with students receiving an excused absence, 
L ^kes one prtione call, and r^etropolitan makes all arrangements 

6= Student Visitations to elementary schools to teach skills and illistrate techniques: e.g., how to 
make bookshelves in Buiming Trades; how to use a pantagraph in commerical art. 

7. Ttacher Visitations to elementary and feeder schools to talk about career opportunities in 
their area of expertise. These career visitations are set up during the school day, and at **open 
houses" and *'career nights** at the home schools. 



continued on next page 
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continued %om page 

8* Rpqvidini Career Materibi f or claaaes at elementary and junior high school level stamped with, 
•'Carter Information . . . courteiy of Metro Vo-Tech" to identify the source of materials. 

9, Slide PretentaUons mad© available to schools by the State Dipartment of Education and 
disaeminated to classes studying career development. 

10. Newspaper For Elementary Students showing the various skill propams available in the schools. 



For further information 




Contact Person: Martha N. Taylor 

Title: Vocational Recruiting Specialist 
AddraAi Department of Education 
if Little Rock Public Schools 



Little Rock, Arkansas 72201 



Phone: (501) 376^3851 
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Abstract of Effective 
i Public Relations Strategy 

General topic: Student Information Propam 

&hool, Syitem, or Agency: Witchita Vo-Tech Center 

Description: 

How well do you keep your own student^ informed of your schoors activities and offerings? 
Two thinp mi^t happen. (1) Your school mmt produce an internal newspaper one designed for 
your ^udents, not outeiders. Your students will tell (and show) outsiders. (2^ Your students should 
be knowledgeable of different training areas in your school. Have your students toured your school?/ 
Are they able to answer questions about training pfopanis other than the one they are attending? 

Last year our staff spent considerable time guiding many of our students through the different 
traming areas of our school. It's one of our better PR activities. Now you can ask our students if 
they know something about other training areas = that's PR! 

For further information: 

Covtact Pefson: Eddie Gerlach 
Titles Counselor 
Address: Vo-Tech Center 
* 301 South Grove 
Wichita, Kmms 67211 

Phone; (316) 265^0771 exi, 44 
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Abitoet of Effeetive 
Public RtUtions Strateffy 

Oentril Topici Student Orientation (Stepi) 

SehooU Sj^tm, or Agtncy; Parma City Schools 

Dtscrlption: 

An orpnized orientation propam has been ^tablmhed to introduce students to vocational 
offerinp. It be|^ns in the ninth pade at an assembly-type propana establtahed to ignite interest in 
career planning amon^s^dents. This is accomplished by an assembly propam centered around a 
MXteen milUmettr colOr^movie designed and photopaphed in the system depicting the sho^ and 
Uboratorifs and student acifcivities involved in each area. 

In addition to the film, students presently enrolled in vocational propa^ pve short prt^fr 
tations on their experiences as membe]^ of a poup, This is followed by a meeting with coun^lors, 
an interest gurvey form, a mailing to parents of a brief description of all cours^ offered in voca- 
tional departmenti, a student visitation to the propam at the high school level, followed by 
repstratipn in the prerequisite courses once a decision has been made. 

The tenth pade steps include color videotape information about each propam explaining 
in detail the type of activities engaged in by students enrolled in those propams, the job opportuni- 
ties that can be expected upon paduation, and some of the course content, equipment and material 
that students will be using if they should happen to choose a ipecial propam. This is followed by 
counseling and a visitation to the propam prior to registration. 

During the last half of the senior year a concentrated effort is made to place each student in a 
job prior to or immediately after paduation. 

For further information : 

Contact Penon: William J, Kuttler 

TiUf : Coordinator Vocational Education 
Address: 6726 Ridge Road, P^rma, Ohio 44129 



Phone; (216) &42-5300 



Abstract of Effective 
Public ReUtions Strategy 



'General Topic: Health Career * 

School^ System^ or A^ncy : Salt Lake City, Utah 

a- ♦ 

Description: ^ 

The Medical Center of the University of Utah is located about two miles from East High 
School* BacaUM of its proximity to the high school and because of the growing need for qualified 
people in health occupations, a health careers program has been operating for more than five years. 

The Department of Labor projects an increase in health occupations by 1985 of 156.7 percent 
for dental hypinlsts to fifty percent for registered nurses, Of twenty=eight occupationi listed for 
lar^ increases, fifteen are health related careers. 

The students ^enrolled in the health career course at East High School go to the Medical 
Center twice each week for two houre to shadow some of the people wlio are employed in more 
than seventy health related occupations. The students become familiar with health careers and may 
specialize by selecting an dccupation in the health area. They may pureue practical nursing, registered 
nursing, and medical records technicians and clerks. Also students are instructed about how to be 
volunteers in hospitals and nursing homes. 

The propawi has be^n Viiy successful. It has been added to West and South High Schools in 
Salt Lake City, ^he Mmwy Childrens' Hospital has become involved. The people in the community 
have a favorable/view qf the program and the students involved. More students request the course 
than can be accommodated. 

Part of the expense of transporting the students to and from the hospitals hai been paid by the 
school district. About $12,000 of categorical money has been appropriated by the State Education 
Ageney. 

For further information : 

Contact Person: Bernice Raymond 
Title: Teacher 
Address: past High School 

840 South 1300 East 

Salt Lake City, Utah 84102 

Phone: (801) 5834661 \ 
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Abitrect of Ef ftctivt 
Public Relations Straton^ 



0«neril Topici Job Inttrvtew 

School, Syittrn, or A^ncy: Hampton, Virginia 

Defcriptionr - ^ 

Many vocational education paduates have some difficulty in obtaining employment becau» 
they do not have realistic interview experience. To provide the needed in tendtw experience, the 
General Vocational Education Advisory Committee sugg^ted we solicit the help of personnel 
directors of local busineises, This was done and twenty dlrectoWj four for each high school, spent 
one day in the achools interviewing students. 

Three huAdred vocatidhal students participated. A critique sheet was used by thfi interviewers 
for each student and later pven to the vocational counselor and then to each vocational department 
chairman. These critique sheets were then compiled and used for instructional purpose to correct 
any job search ikilU weaknesses the students may have. Local radio, newspaper, and television 
covera^ was provided for publicity on the project. 

The project was very succesafuL The busine^men and businesswomen became more 
knowledgeable about our vocational programs, and the students expertfenced live interviews 
from actual business personnel directors. Several students were offered #mployment as a r^ult of 




the interview. 

For further information: 

Contact Person: Mr. Robert B, Suber 

Title: Director, Vocational Education 
Address: Hampton City Schools 
1300 Thomas Street 
Hampton, Virginia 23669 




Phone; (804) 727 6332 



43 



Abstract of Effective 
Public Relations Strategy 



General Topic i Social Projects or Events ^ 

d^hooi. System, ot Agency: Yocational, Technical, Adult Education; Pinellas County, Florida 

D^ription: ; ' ^ 

1.- " fe _ ' . 

One of the most effective techniques I used during this piet year^w^ "inserted" I sent 
requesta to ill the banks asking permi^ion to include inserts with their statements during one 
month, and oni bank, Central Plaza, ape td. Our printing cla^ studertiB printed them tor me 
(85,000) for just the cost of supplies. Last spring the Pinell^ County Cjpmitfissloners voted to 
all©;vv me to Include inserts in their 90,000 utility bills one month. The^eached the hom^ of 
residents in remote areas wh6 until then were unfamiliar with the many programs we have available 
to them. Information requesta were tremendous. 

Each year Continuing Education at St. Petersburg Junior College holds a Publicity and Public 
Relations Seminar. Emphasis is placed on newspaper, radio, and television press releases, interviews, 
and coverage. Our repstration fee pays for a Publicity Handbook which includes names and addressas 
of news media, as well as other worthwhile information. 

For further information : 

intact Ferson: Gray ca Kerr v 
Title: VTAE Information Specialist 
Address: 3230 Ninth Avenue South ^ ^ 
St. Petersburg, Florida 33712 

Phone: (813) 895-3671 ; 
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Abstirtatof Erefectivt : 
Public RtUtions Strite^ 

^Gtntril Topic: Uat of Sptcial Eveiits 

School,' Syrttm, or Agtncy: San Diego City Schools Cafetr Educnticn 
Dticrlplioni 

/£bh ytar» a ''Carter Education Fair'' m held on the mdl of,a l^cal ahoppiag center. 

nliuak dUplays the products and skills of the San Dlt^ City School Career Education 
itudeiits. ^thibiti featuring dozens of clases — from recreation aidi, mmcal instrument repair, and 
rettaiiraiit occupationi to horticulture, radio and talevirion re^ak, and m^la and televimon produce 
tiori^ are manned by the students of the claMes. 

The Fair is held on a Saturday » and the outdoor setting thousands of shoppei^ a good 
look at the variety of programs offered in the schools. It's a valuable recruiting tMl, unce many 
high schoolers can jDheck out the displays at their leisure. Parents are espicially interested in the 
exhibits^ and a frequent comment from the post'-high school crowd is '"Mani I sure could have used 
some douraei like these when I was in high school." 

For further information: > " ' 

(intact Per8on^,Dr. Ronald L. O^rick ' • 

Title: Director ^ Career Education \, ■ . 

Addressi 4100 Normal, San Diego, California 92103 

Phone: (714) 293-8106 
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Abstrtct of Effective 
■ Public Relations Strategy 

* ■ 

jQf Aiftf Top^c^ Special jhrojects or Events 

/&hdoI, Syit#m».0r Agency: Long Beiich, California 

Description r , 

, We use city-owhed factllties luch m the nuieery tree farm and nature centtr for our Ornamental 
Hofticultuff ^opam. This iituatlon has given our teacher and students an opportunity to partlcipata 
ill beautification and maintenance projects conducted %y the city. Students were able to apply their 
skills to worthwhile activities throughout the city. Not only did the studentrf learn by doing, they 
got a lot of satisfaction from helping to improve their community = tree trimming ^ the city was 
very pleased with the project, 

A slide presentation of Che project is being edited for viewing by students, service clubs, etc. 

For further information : 

Contact Person: Jack Bosna 

Title: Consultant Carter Education 
Address; Long Beach University School Distr. 
701 Locust Avenue 
V Long Beach, California 90813 

Phone: (213)43fr9931 
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: ; ^ Attract ©f Effective 

Public Relations Strategy 

r^'' — - 

^neral Topic: Spfcial Events ^ Parmatown on Parade 

&hool, Bysttm, or Agtncy: Parma City Schools - 

Description: ^ ^ 

Usually fn t\\B faU of the yfear near mid or late October all departments are called upon to 
present unuaual and interesting activities during a nine week promotion at the locarshopping center 
mall. Several hundred ^hpiisand people from the communlty^ass through thig area during a week's 
time and it is one way of getting the school news to the community. 

During this period students K - 12 make presentations, do activities on a constructed stage, 
pve demonstrations, display projects, give workshops and shbrt courses, and generally provide an 
overview of the sc boors activities. ' * 

LfOcal media are nptified including radio, television and^newspaper, to ^ve advance notice of 
this vveek long propani dedicated to education. The local merchant-s association helps to subsidize ^ 
the coft of this project: *d " • 

For further information: 

intact Person: Williara J, Kuttler 

Title: Copr4inat0r Vocational Education 
Address: 6726 Ridge Road, Parma, Ohio 44129 

Phone: (216) 842-5300 ^ 
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Abstract of Effecti^ 
Public Relations Stnt^ ^ 



Gt^al Topiei Specially Produced Materials 

School^ ^item^or Agency: San Diego City Schools Career Education 

Desarii^ion: - ' 

Each fall, over 25,000 eighth, tenth, and twelfth pade stuHents in the San Diego City Schools 
complete a survey called the Career Hanning Inventory (CPI). One of the questions on the CPI asks 
students to pick their.currerft' first and second choices from a list of 1 33. occupations. 

Brochures have been developed for each of these occupations which provide information 
about the job; how to prepare for It; the average salary fai^; local, state, and national job outlook; 
and various relat$d careers, . 

' " " / . ■ I _ _ . 

Bach brochure also lists high school and career education courses wWch can help a studenj; 
prepare for that particular career. Students are given those parti jplar brochures for which they 
ilidicatad an interest. ' > ' ^ 

^ In addition, school-by-school listings of all students and their career preferences are made 
available to the schools* counselors. These lists are used to contact students to inform them of 
career and vocational education courses which may be of interest to them. 

For further information : ' 

Contact Person: Dr. Ronald ]J. Detrick 

Title: Director, Career Education 
Address: 4100 Normal, San Diego, California 92103 ' " 

Phone: (714) 293-8106 



\ 



^mniL^opic: SpMiaUy Rrbduetd Material / <^ 

^ A half*Koijijf f Um cdled •^Lianiteg A Liwig" wai j&rodu^ by the San Di^o City Sehools 
Offi€0 of CVM% Edt^tion, fiftatum a nwty of pf9pmis and^^ees offerri bj||th# City Schoels, 

The film ipotUghM itu^n^ at w6rk in aeve^l caryreducatlop elawoomi and eommimity^ 4 
iwnpk i^pftri iwtf ^ hnfepjtajB, qMhuig sMi^, ba^^ n^teOTi^ter fac^tw^d nmny more. 



M four San Diego ttl^slon stations have broadest, the film as a pubpe serace propam. 
ributi 

pfograms. « ' , * 



is also Uleita^eommunity and pafent gathMngi^ Vide# tapetopies were m^ 
distributed to iiU of the city*§ high sehools for^use in recruiting students into ciur^r eWc 



and 
eation 



§ine« iU production in 1976* we*ve gotten a lot of mileage from "Ltaniing A Liviag;" 
It htt viilue both as a public information tooE(via television broadc;^t) and a recruiting tool within 
the i^hools; . ' ^ 

Bor further information: ^ ^ 

. ConiacbPerson: Dr. Ronald L, Detrick 

Title: Director, Career Education' ^ 
Adaress: 4100 Normal, San Diego, Calif omia 92103 



Phone: (714) 293-8106 



Abstract of i;ff«ctive 
' '"■ ■ „ " Public ItoUtions StMt«gy 

? - . ' ■■ '.^'h'y}^- 

Oenwd Uw of SpeciaUy Produ^d Materials 

Sehool, ^8t6m, Of A^ncy^ Nawport Neira,^^^^ 

The vocational education staff developed a three^reen slide tape pre^ntation which was 
showii at the ^st general vocational advisory council meeting. The presentation capsuled the 
voeational offerinp and community in twelve minutes. Featured on slides were the studen^ in 
class, on the job acti^ties, and club activitiei. Pictures told the whole story. No narrative "fimi used. 
The adiri^ry coundl revived the presentotion warmly because it was a compleAfcChange ot pace 
from peopie talking ^-at them'' during the rest of the orientation propam. The presentation has 
^ been updated to include our advisory council and can now be used withfCommunity groups. 

For farther information: 

* ■ ■ 

Contact Ptnon: Dr. Jean M. Epps 

Title: Director of VocationI Education - 
AddrMS' Newport News School System ' 
12465 Warwick Boulevard 
* Newport News, Virginia 28606 

Phone: (804) 5994411 
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Absteact of Mftetive 
Public Relations Strattgy 

Gtntral Tople: C^mpiunity Servict Oipnization 

Sehiiol, ^it«nii or ^feney ^ Akron Public Schools 

Desarip^ion: 

. The Rottfy "Outstanding Student of the Month" and ''Student of the Year^'H^ardi pro-ams 
^ were initiated to 0ye recopiition to the outstanding twelth pade students in the ei^ty^ne voca^ 
' tjMal courses offered in the nine conAprehenaivi high schools. . 

the Btud»nt<»f4|^month awards a nominee is elected by the teanh^ ff^m ^a^h JK?hool — 
one tac?h from the tr^de and industry « busine^ and office, home economics, and distributive 
J education f^eas. Factors taken into consideration by the teachers w|ien maldng selections ard^he 
Mudfnts' ability t initiative^ dependability, ^des, attendance, and sdiool/community leadership/ 

Each month a thref ^member Rotary committee interviews up to nine students to choose the 
student who will represent the vocational dmsion as the outetmding "Student of the Month.** 
Seltptiom are baaed oq the student's appearance, pol^, and ability to exprM themselv^ during 
this intendew. From January to April, the division&l winner is pr^ntedwith a certificate of 
i^ognition and the privilege of sitting at the s^a^ers' table dwing the Rotary luncheon. 

In Nfay, teachers select one student from each of the thirty -eight vocational toxonomies, e.g., 
auto mechanics, fashions and fabrics, etc, udng tht same criteria as mentioned above. These thirty- 
eight students are all presented the ''Outstanding Student of the Year'' awards plaque and a cash 
award donated by the members of the Rotary at their May luncheon, 

H 

Rotarians ^e always impressed with the high caliber of students in the vocational programs, 
and Rotary members have employed vocational students based on their involvement with the 
^ Rotary awards program, Rotarians have gained a better understanding of the scope of our vocational 
propami and have a more positive outlook on what vocational education h^ to offer to our 
community* 

For further inf carnation : 

intact Perepn: Mr. Robert Hughey 

Title: DirectoEi Vocational Education and Industrial Arts 
Address: Akron Public Schools 
70 North Broadway 
Akron, Ohio 44308 

Phone: (216) 4344661 
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Abstract of Effective 
Public Relations Strategy 

GtoMd Topic: BICEF 

Sdiool, ^tem, or Agtncy: Salt Lake City, Utah 
QMonptioD: 

The r^ponss from Salt Lake County toward BICEP (BuilneM.Industry-Community-Eciucation 
Partnership) has been very p^itive in developing firsthand career exproration experiences. Actmties 
^at BICEP ananges are- lectures (providM speakers), discumons, tours, shadowing, and internshii». 

Durtaig 1976-77, data Indicated that all of the Salt Lake City senior high and intermediate 
schoob participated to soWextMrrtrBICiractlvWe^^^^ 

60 percent of the elementary schooU participated. As a district there were 420 requests to use 
KCBP servicw. fflnce 746 firms have committed themselves to volunteering personnel it is plain to 
see that teachers, counselors, and administrators are not taking f uU advantage of BICEP services, 
•rtiere are many students, and tjieir parents, who ought to be introduced in some beneficial way to 
BICEP. A recent Gallup poll reveals that next to discipline and alcohol and drup, confiern about 
career choices is vei^ crucial with parents. ' ,• ' 

For further information: ' ^ 

Contact Persons- Dr. Donald Wright, Executive Director 
Arlene P. Jo^es, A^ociate Director 
Mary J. Calami, Scheduling Assistant 
AddrMs- 1738 East 2700 South (Highland Park School) 
Salt Lake City, Utah 

Phone-. (801) 487-8276 
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^tnet of E^ftctive 
PubUe JUlations Steat^ 
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OimM Topi€t Vocational HMne BuUdi^ , 
Schoolt Syitiiiii or ^i^ney: Ann /Ubor, Michipn PubUc Schools 
Deienptioni 

Each ywr when our student^built home ($80,000,00 range) is nearing comptation, we hold 
an open houad, sponsortd Jointly b^the board of directors of our rather unique nonprofit COTpora* 
tlon and the public schools. \ 

11^t^bQyd <rf dteMto^ tbe^dUly ^^r and t^^per domk^«i #qud 

amount using a budnM gpon^red community service ad. 

Th® brochure for the open house and a profesrional quality dide-tape show are produced 
under the direction of a member of our bdard of directors who is in the adytrtbing busing; As a 
result of this approach, we typicaUy have iro'und 800 people 

For further information: ' - j* ; ' s v 



Contact Person: Earl W. Shaffer 

Titler Dirtctor, Occupational Education Division 
Addressi 800 Soule Blvd. 

Ann Arbor, Michigan 48103 
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Phone= (313)994^2315 
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Appendix B. 

Rul^ for Preparation of a News Release 
■ from the 

PubUc Relations Society of America ^ 



STYLE: There are two main types of new^per storieB 



L T he itraight newi story is a faeUial. informative account of ntTOwort^ 7- , ^ 

e.g.^ your proposed budget for the commg year. Such stories generally are written in V 
'-p^amid style/* with the most impor^t elements in the lead parapaph and the least ; 
important elements in the end. Remember to answer the "5 Ws" and **H" qu^tions (whoyv! 
whatt where, when^ and how?) early in the story. Keep sentences and para^aphs short an^ 
avoid mechanical errors in spelling, punctuation , etc. , :^ i / % 

- . ' ' . '-.'f ^ ■. 

2. Tht feature story is one with little straight news content, but a great deal of ''humw; 
interest'' to a sipiificant segment of a paper's subscribers. Its style is much le^ rigid thaii ; : 
news story style, and depends mainly on the ability and interest of the reporter. Qtoerally,. 
do not attempt to write feature stories for submission to a paper. Instead, let thf appropriate; 
editor or reporter kriow you have a subject you believe is worth a feature; 11 the editor ori 
reporter agrees, the story will get written; if not, ypu will not have wasted time i^itingi ^ 

STATIONERY: Fancy, tinted, printed new bureau stationei^ is wasted. It looks cDmmerioal khd ' 
and doesn't fit normal copy style. Don't shout NEWS, Editor^ . 

IDENTIFICATIONr The name, address, and jtelephbni nurtrber of the pfrsbq releasing the riLews 

should appear it uppfer left or directly after the St ^ , , : ' ^ ' 

RELEASE DATE: Most items should be marked "for immediate release." Stipulate tim^ only whan 
news obviously warrants holding until a certain hour. / - / 

PATELiNE: Start the story withe name of the city in all cap, e.|;, COlpMBUS ~ ; 

FORM: Use wide margins and doublespace copy so that editors can edit. : ; 

HEADLINES: Po not indicate a headline — that is the editor's busine^. Skip two inches between 
release line and body of copy so the edior or rewrite desk can insert the d^irtd headline^ 

LENGTH: Never make a release two pages if one will do. Edit your material tightly. MaM 

it is accurate, timely, and not too "pluggy." Do not stslit a parapaph from first to second page. 
Put "More" at the bottom of the first page. Put "30'- or ##at end of the relense, 

CONTENT: News releases on the following topics should be sent to the appropriate pubUcations 
routinely (i.e. planned for and executed so as to be timely ). 



1, Program developbnent, polici^, and achievemeilts (on a selective basis) # 
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a. Ntw m^^m to bt offei^t pvttorably "first of a Kind" or signif i^nt in tomt oth@r 
, iMpMt, iueli as the Lepd Aid Society's new prc#«tn for senior citiieiu. 

b. Important ohmges in policy ^ a,g,^ changing of fee structure, agency ^lationships, etc* 

c. Agency expansion md progri^ e.g., new facUities^^w prdpams or organiMtional 
changes dedgned to makt your aervicti "suptrior." 

d. Annual report — e.g.j releMing a year-end assessment of operational success. 

e. Major financial pants or losses* Don't be afraid to reltase bad news. If all your releases 
announce good newSi you^will be ipiored by the city editor, ^ 



A Agency ptrsonnel _ 

a. Newly^lected and promoted officerSi new staff, 

b* Eetirtes (including board membtrs of long-standing) . 

c* Staff and elected' members involved in community, profe^onal and civic affairs — 
offices held, awards and achievements earned . , , . 

d. Any staff or elected members honied or recognized ' - ^ 

3. Agency involvement in community and areas of social concern ^ 

a. Programs or services aiding the community, programs aimed at minority groups and 
coordinated with area scHooIi or other organizations, significant training proprams and 
opportunities, policies or programs spedficaliy aimed at 
^ \ and participation / \ * > 

' y ' Special eventi ^ 

: a. Well-known speaker sponsored by the agency (for example addretiing gathering of 
agency personnel, consumers or selected leaders of the community), symposia on 
- V ^ ' community problems or exhibits around town showing achievements and goak 
, vocational education , 

■ ■:■ v, '^-^ ■ ^ ^ _ . . ■ 

'^4HWteBVIEWS:\ daily papers often art more receptive to ideas for interview 

' ^ ^bries than to prewritten news releases. Reporters like to find out for themselves, and editors 
; ate undaritan^^^^ skeptical of information not obtained by their own reportei^. If you 

irr^e ail Intert^fW, be sure: (1) to be on time; (2) to be able to get any necessary statistics 
' •: ^ with^^ fej¥ itili^tes; (3) when possible, to know the names and interests of the reporter in 

•■ .^^"^ ■ " ^ * ■ ' ■ 

ftiOTONBRAi^Bl W usually prefer to take their own photopraphs, and maintain large 

^ I . hi^l^ pWbf e^nat p^^^ staffs and facilities, Generall, send only "mug shots" of 

IndWdiiili (4 We daily papers unle^ you have checked first with an editor* If the p^per believes 
" to^o^y is^^ a^picture, it will send a photographer. Weekly newspapers generally will use 
' : flaefeasift^^ if they are submitted on gloMy paper, usually 5'* X 7", Avoid the 

up-agamst4he-v^all with a plaque shot* A little originality in planning a photopaph can result in 
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fi$^^|iii Make iurt that iv^ont mtiitiontd in tht phofograph 

b iMiltidiiad ^ ttory and that they an properly identifitd. Always submit black ud whita 
|A6^% iiidl^y to kw 
hoi^iital (tfanta, widt objects)* 

'DE^UVI^i R^t it i point to mmt the city edltoi^ of the dailies* Learn their deadUnM/- i 
IvnMally, about 11 AM for the tyening paper and 7 PM for the moming paper. Don^C be 
aftfald to call near deadline with a breaMng news story, but malct sure it really is urpnt. 
Generally^ wait lyitU the slack times (afternoons are good for both pa^rs) to dtliver feature 
ideas and nonbruMng news release. to alternate between the dailies in choking which 
gets the - 'bmk*^ on a story. Weekly edito]^ ^trally will accept mail release — the farther 
in advaiiie of their deadlines, the^^tter. 

PLACEN^NT: If a story pertains to someone living a particular suburbaD or urban arsa,^ make 
sure to git the inForirij|lt^ to the moit lo6al paper* 
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Appendix C „^ 

How and What to Do to Reach the Teltvision Audienct 
from the 

Public Relations Society of Amtrica 



Don't M completely newspaper oriented. The papers mre fine — but thfey don't rtach literally 
hundreds of thousaTOS of people who can be reached by televirion. Why give up thw audience 
bt€»uae^pC a habi t pattern? 

Ramember television gets extra pow^ from your own promotion^ )pien you book a settlement 
interview on television^ write a letter, sand postcards, or make phone calls about it to thrae you 
^pteially want to clitch it. 

» * - '' _ _ _ ^ - - 

When you think of art possibilities, don't just think of still pictures. Think of 16 mm motion 
pietuifs^ too;;They can often be tejcen by the station. If not, they^h be taken cheaply and eaaily. 
by members of yont staff or friends if you practice up a little befoWa special event is upon ybu, 
Tliis is a publicity tool everyone should become familiar .With, but, be sure to check with thr station 
for their requirements, ^ 

^ pon't forget the Polaroid camera = all its well-known advantages fo double for use as a tele-* 
.vision publicity tooL You get the pictures you want without waiting, ^ving a "same day" timeliness. 

Regarding interviews, don^t torget videotape is here. If the person is important enough, remember 
he or she doesn't have to be at the stucHp or even in town when the show goes on the air — he or she 
can be videotaped beforehand. 

Study the '^television market'' for yoUr materials. Get familiar with all the shows and their 
formats and personalities. Then when you have an^ event, sit down and mentally check through the 
list to see what aspects of the thing you are publicizing might fit into a specific propam. 

About people, keep a good eye out all the time for articulate attraqtive spokespersons who 
might become regular TV attractions. Doctors, teachers, psychologists, etc., all have done so 
you should try for this, Lob then when you need something from the public you'll have a spokes- 
person liked by the public and respected by the pubUc, all ready to talk to them. In other words, . 
have your sbokesperson available before you need tnem. 

Finally, a stcp-by-step version of how you get something on a television news show. You call 
up the TV news editor = You tell him/her briefly whkt you are offering and why it's a story. You 
find out if he/she wants to cover it or just have you supply him/her with information or visual ^ 
material; and if so, what. You then do exactly what you agreed to do. You than': him/her — no 
matter what happens — whether the material is used or not. You niake a friend for next time. If 
you have a long run of bad luck in placing stories, then just come out flatly and ask him/her what 
you*re doing that is wrong. 

You You have an interesting and vital story to tell atid once you learn the ropes, television can do 
much to help ybu tell ft. - ' 

(Note: Th^ suggestions were made originally by Mr. Don Perris, assistant general manapr, WEWS-TV, 

Cleveland^ Ohio, at a national conference sponsored by the National Federation of Settlemente and 

Nei^borhood Centers?) ^ 
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